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Abstract

Advertising usually features narratives. A
narrative is conveyed in stories with
thematically and temporally related episodes
(Adaval & Wyer, 1998). Stories help
individuals make reasoning or infer meanings
(Fiske, 1993). Narratives in advertising also
serve important functions. People understand
narratives using a unique processing mode that
is different from analytical mode of processing.
Narrative mode of advertising processing
involves understanding or imagining the
sequential events relating to purchasing a
product or using a product (Adaval & Wyer,
1998). Six experiments are designed to explore
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how consumers understand and respond to
narrative processing.

Keywords: Advertising effects, narrative
advertising

i—;d
B2 &% 1 (i (narratlves) SN (REEh
D) i@ﬁ;xﬁu’—gﬂgikrm}{}rﬁz 4

fo g - LA EY e E o T RAPANER
Fru e 34k P 155 Ffur«:i Laen i
755 2, (narrative advertising) ? = P
M5B 24 | e & 2 IR E: ? 7 VR
I 3L AN S TIEY B

Jmi%?1

iig ﬂ};lzkvuﬂ %:La-g,};?“‘}mzt,‘_h AR R
B F PR 2ok kRt 4 F Y

il PEA T R R B T i av e 2
(open -ended cognitive responses ) - :f:iﬂ g ;ﬁ-
7%"”]‘: 2 %ﬁ{%ﬂ /f@m ré{i ’7/}\‘%
= ~\. \abﬁﬁ; Biig 4R o
AR LS uEE N ER S AR
*“%ﬁ{wﬂ 'QF'IF’@W rﬁ{iq/}\‘% | Y /,\p
jldex % ?—%" Il o 3 B A PRt E 4P
MA T L REFRIRAPMAT T cnid i > JLg
7B LY gu R % 3 (see Eagly &
Chaiken, 1993 for a review ) ; B2 X {5 5 =
#-;¢ w31 12 (Chaiken, 1980; Petty & Cacioppo,
1981) - §les v i f2 R o B2 b il A%
(peripheral cues ) = F.QIVFE? A Cheuristics ) &
A gk o B E A HEVHE L e
RN BSu - BN > AREE D BT
Arp iR T EEANR L IR e
AL e T E kB F YR M



FANRL ML kAT
Rl s 7 T NS SRS I IS
i} POIEL IR R A RS 2 )Ekm‘/r o
BBk R 4 E R B S oniREL
(Wells, 1989) « A TA LY UEZ 4 B
Bo WHEGERNF Sk & 20 REeD
WERAEFFY R PEES o § B
BN R AL TAEANE L
( narrative advertrsmg) PR A EEe Pa
e E ey P R A * A EPFREA
B 4B 1+ (Escalas, 1998) - 4% "”\}%?J
AW R e G TRUHA 2, (drama
advertising) (Wells,1989) & 2 ¢ &% B
o I’},tt;/;])%ﬁ ] LA N AL QU & e
Ff‘i%&“’\rai d FFen¥iEy? o Blm ?ﬁ*r{i i
Foem 320 ZFTRL AL PR @\r—h
g fe {;Aﬁgﬁ%{ii‘ (narrator) %
=% (voiceover) =3 ;‘ k4t @E- t&lrﬁ
o TARENNARL  AF L FREF &0
EAr > B - SATHREFREE DL E A
W TR L P R Y REY
Boenit s A A M) B
( Philips, Olson & Baumgartner, 1995) -
WREZL1m3 > BE7° o Eigd s
RN F - G SRR %l—rf’ﬁ
—j'rﬁ (abstract intangible) > @ ¥ AR £

::L
v

#H-Ffbﬂg x’kb #’r}m'ﬁ%‘@? v £ F q/;r
¥ ol 333@75'!1’/ m}j] f‘ :}"': ’ }i RE /f_tg ls-llb
R Er L A E S S ST

( Matila, 2000; Padgett&AIIen 1997) o &
- s TAEANR L ) RS R
KrAiy > EREVEF T {3 Pl
B a3 XA &gt (Escalas, 1998;
Escalas, Moore & Britton, 2004) - % = ~ 4%

FANRL PR EERTRE TRAEEY

(vicarious learning) 4% ¢ > gg%g@m;ga

EL??»M Afg ﬁ‘a’ AR R KEYF &
SRR R BT (Boller&OIson

WM)O%E\»FFf%ﬂkimﬁm@
L FGREE N R S L L F AR
Jﬁ/@ ( Adaval &Wyer, 1998) - F|p+ M4z F
R E TG ok e R FRRE &
A% % N prBLIR A o

FrE M HbEF R ( Polkinghorne

1991) > P PFA P A LiEARY BEA ES

B o MRS RERY 0 4 ARBPY B

13 5 E e A (Fiske, 1993) o ik T
RTEACE ML PF > s 0 g L J G P 't
FEd- BV iT L AR 5 Ty
* % 475 (encode) £ 32 j3 374 1§ 5 m!r;;fg,";
& (Escalas, 2004a, 2004b ) - e % R chF 3 (¢
o TAENEFE ) ) L T?m#”ﬁf“* ’
fp A g 3 e/ 4F 7R A 3% e Mac ¥ e
2 (narrative processing) o ik e 3
BB e @ A m B S e T AN F
EYL (analytlcal processing ) &_7 ?‘fé;l—g X
Bean; TAPTN TR AIL ) 2 B%A A P
EoT RS SN kA RJRERI L P ik
2L 32 (24 2L ehld % (e.g., Fishbein &
Ajzen, 1975) -

’*%fj*f BAp B T 7 A AR EL
SETt o B B AR ‘}‘,?K 0 TaEFa
BJL | AP Agh BAHERTATITR
JeJE | Hip MR E Rk (contingent variables)

i® s .?fu]:}__'ri'r‘}a?;‘v} - T o }RERER

i@ 40
- ¥

LHRIE S - %amﬁ% R Bk
EARAE A ?l B AR PR U
R Rk &R 2 Rk pid 5D o Flt A
B0 RGBT R

5IJP 7 ' © contingency model =32 3% 3% 1o
Fitenfre g ek > T rﬂf_'\z_‘ [ 4 a, — L

lfi"?ﬁ' 7538 (T AR BE et & Kk o
et B AP 0 v - £ RE
R ER

AT AR AT - s B2
REFZH AR EL S ST o
By
o B AT LBV R TEEGNR

*J*r”%%éﬁmwﬁ%%%J(NT
4 T#eLs R £, (argument-based lecture
ads) fdZpFEE T & 7 FARR GRLACE
/E;I PR A B AR BRIV
B B EREIES B0 R & drck
Fﬁd94°@ép”iﬁu r&ﬂﬁﬁ
WBLG 33k R HE RTT RV #1
(e.g., Petty, Wells, & Brock, 1976) - iz 24~
t AR e AR AR 7 J’f AR el
FTORT EEERT o R 4 L 5 33 #F 1 m
%gré”%%m5@°uwyéﬂj“ﬂ
famd - BAEXF LR IR T
S i EREIGL G A4 MR A
T OFhBwsnL RockgZAL 0 F
P S AT AT R 2 F RS iR



o L_F\_;IVFJ /)57%7 m'ﬂ/m—"‘ ’ !‘Ii% 2
lﬁ%“{%».ﬁg‘,‘é_iOF— B R AN
BE- BHik~ 3 (a#&;:*g:@—;;) 'y BE
oy /Eﬂ%ﬂ"ﬁm‘iq/ﬁ’*"{ v Tt o m BE
R Aok BT IIhER S B R T R
a@)‘%{—i% r'mF\ F o ff{i%? st%k » T
MR TmERR 2 -
= \EH;Z;‘;{%J.

AR G w Bl KR R R
(between subject factors ) o w i X 25K ¢k
Bl W Gfess A (A5 BT A
T EhE) %%;’%1\ (& 5= [ T =
TomE) AL RSHE (55

)

Z N R AR

SHRE e TR o & - o R FTES BT
*‘EFM? TETFETHEA - 5 AT RIRER
F"F]‘\? BE T Ao o %;/ﬁta"/ﬁ'lfr&ﬁim
AR RERATE T o B L pp
Bz o MR 2 TR
Y SESE T IR T PR 2
WHOPE LG LR &
VAL G AR o 1 MR A
W A2 g e

R
F \"

=) wP

=
: o
I N

A e
«;33‘
I

,‘\
x>
=

. (w.

|
yiel

RH A RI A gk A R
“"%EF# o ’*iﬁi‘#ftﬁ *
- AdrP R eE 1 EF
J"?rﬁt Feis i :Lz-—ﬁ [a;;
FRREFER L) 0 BRE

W:\

“‘:‘i“\_" F_L ﬁ?
h—!

p

¢

-\-»_

‘z

5 w\% o ™ ,};% g; ) _t\q e

7
g2t g
S
%

6__

= %
7=
ﬁ»\

T~ TR IR
ﬁ%ﬁffﬁp VAE R
oot iR o # F R R
R fﬁéfn,.«é?réﬁi R A
PracE B4 iR gk s &
o s RRWEF- BHRite
SRATF AL OB o F] 3 B R
A& N ﬁ*"ﬁi HEL BRI ﬁ’{ﬁb 3938
» 4 B 4 enp E (being hooked ) # & g T 4e
f=d g ardi 4 | (narrative transportation)
< FE &ﬂ%—ﬁ’”w1§§4 TEEA
(empathy) frg & E 8 F B E T 6 35
F R WisfahifmT™ » &R 4 2c% 4 7

g
o &8

T &

= »
oo

-

o q-\Q- &-\;T
e 3

ISR

\y \rm g‘{t \mL _}:n\j,
I
Y
w

Ff‘i%&“’ 2K

3=
FoBAFET ARV REG T&EA
SR 2 R /gamr}g/ﬂlmr/ﬂﬁﬁzﬂ I
PREINRRNSRLEASA X o T 78R

7 j
(consumptlon V|S|ons) ;}p ey 'f;j Jﬂz B
i)!’?g.’f R PN A ¢ A IR a0l if(Phillips
1996) - 3 2 b, B S8 B S A S
el o AT g RGR Y x-F & R
£ & % &(Phillips, 1996) - 77 3 44
i%ﬁmﬁmﬁdﬁﬁmrdﬁﬁﬁj,ﬁ
mwﬂﬁﬁé“*fm&m”$$?“ﬁﬁ
¥ T ALY o BRI ¥ (visual
processing style) £ 5k % v 3 3 il
(experiential processing style) gl ¥ K
SRR R N EARY P TR R, R
TR B o

pul
[\

o

iy \ﬁﬂ‘i":&%_l_
kA A R £ R SRR

( between subject factors) o B F;\aiﬁ oh g
B = é*rr'r:"é‘ (A\‘;_@}% =)
W (K i B i peie) o &
i:fiit'] (A’\f;—: ﬂ%}%ﬁ\ b IE“‘/';’]“}‘\ﬁE> B A
AP o K42 H 250 mA K o

=~ [ SR AR

b

NN NN

i
i

»anm -

A PRERR
4R AR EF AT
}\‘5’5&:’ o ';l—»-‘.}i

;}’;L"T" Rl o s,:

SR EEWARII A bl A R s
MopLﬁﬁﬁﬂ%wa% THRE AR
B H- e R b1 £ R A
R ERE AR T PR - BT
To(edepibataps)  ApEE- 2
FFE’EE°
T~ TR

pr“wﬁw,daﬁ@ﬁ“
BB e PR A T TN L B oo
B TALE TRASLACS | e il B
&_ﬂj%\?'ﬁ&t«)ﬁﬁgk’ﬂ*;\ijwﬁgwﬁl’?
ri‘ﬂ' f’*xj\Jrsl'%fr' ﬂ—.mr;r%gbﬁ}i,i'r

.
MR



-

(attribute expectancy ) g2 58 o 4p & 2 o %
AL AR i) 0 B
PP R ER D ra:vm'_ﬁé‘éﬁﬂ%iu
mﬁ Bty o 'jjiF' " T AEIE O
@ﬁmdpi’p%$ﬁwﬂgﬁkﬁh1
GRS TR R B R S
R P FaR o #BF oo BE TSk
TR R K aR S A
P R PR &0 T# & R o
3=
AT ARES rF,QJ‘r'ﬁﬁ'E'J
(cognltlve capacity ) SIZ el kFE 4k
TR L Jmﬁ‘zf;ﬁ\ux*x%ouﬁaumﬁ’
TR S - BRAEBBLY g#&* 4
AR 2 (& TAFEANEE ° i
dpG FHRA L LR Ty (Chang,
2003; Schumann Petty & Clemons, 1990) -
{“¢F4*Fﬂi?*rﬁi%ﬁ%%J°
Flt AL R AR TRTNRL 5V R
T AR Rk (T ke dg o A8 TR
& , (plot) & T £ % | (characters) =% i
B 5 Mg enikyy o 33 ALE 2 )l%a‘ﬂ??ﬂ‘%;’z
TRRNAAIIAT T AR ¢ AF L9y
s = (prototype ) & §Tes 232 2 - i 37k
¥ FltEE A E (plot) AT RJSZA fh
( Schank & Abelson, 1995; Schank & Berman,
2002) o TRRATEMRE ) AR MIEG A
AE dam ) EREE LA K 0 T o
€ ¥R N 2 3n/B 4 (cognitive
demand) £ F1& > F]pt L F 8 E IR E § F
AR o gtk o MR TS ) B R
REFME 2 B EEEZEHT (F
2 ) i Botk -
= EH;Z’:‘;L:;‘J-
* ""J’Eﬁ ERGI): S rd]*')%;éjﬁz/’}?:%
2% 3+ (between subject factors) - RF 5k
% u[%;-i;éiﬁ" g ls W L EAFREA (4G
IR AR ERE TR ETFEREETE)
B (A i B giremEp) -
a‘w% 120 == ;éiﬁ °
iﬁﬁmﬁﬁxﬁiﬁ%&& g
i(ﬁ;;@% w%ai\xk
k&#ﬁifai)**wwﬂ(ﬁ
R EEME ) o X4 122 =

o~
jud

pis t\‘:gr

T T
h “H’\m\

il
W
=k = Ac— ;Bm\{ g.v}

° ﬁ

Z N R IR

|

<
i
=

FRGE A AR o B - o R § e 2T
pLﬂﬂ—\?“ﬁ‘—" ﬁP o % = g PR E
56;9 o BRI OR L ITE R
iRl o 'JEEL’;M% S-S
K AR pEBE
AR 1R S 2 0

I

IF - ek

|»ﬁ"§; RS - T

EEE e
Ju oy

_—

)

=5

=
=

(RS 4
‘a; = ;;‘1

=k A
[ (&m RN
T
%

- =y
oo

ERF PRIk
\‘%’561“_'“41:"31* ) ‘*JLTT’*‘#E
A A e B sk
M s P - B
ikt )
B R r':/‘ 5—%

£

Ty >‘] K % o

-

]

1

@&&ﬁﬂmﬂﬂﬁﬁf?m

Yok W
Comf Y- ol

LR

W%%ﬂwu

i ':mk- !
e

3

-

ppiu}

o m*S“E" (¢
%6Mﬂﬂ%
‘3\‘0
&

o L ;’éﬁ“&fiﬁﬁé}i’f‘\f'ﬁ e eh
%%?%ﬁ%oﬁﬁ*“-ﬁ?%ﬁk°

T~ 7T EIR

_ﬁ%ﬂﬂ;vvﬁﬁﬂ’r{iriqw(mow Y
¥ RJL gh o G EDEA KE 0 T
ﬂé%%ﬁma‘ww&ﬁ@**ﬂé’ﬂ

PAIR TR A TR A o Pt s i ﬁimﬁl@
gﬁ THE ) B H e R e MR
JEE?“"KK— Rero
Pie

Fu B AT LY Z BR &K
o ¥- ~ A7 R RS RS
(plot) &2 " £ % | (characters) % i 25
EL e B RE L H D =Bk
FAG end R AT ARSI (2R R
igg%aipfﬁ@%ﬁﬁﬁéﬂﬁﬁi

a
5‘
d
i®

s

PR
AT T 5 H R R R R
(between subject factors ) - F &% # i £
HWHEA (A BEX AR RE 7R
i—w%&%\%k#i—Zkkﬁﬁﬁﬁ
HE) o 242 F 100 =% |
= ? e fi.
— —F']‘ fev%%é;.&u;fﬁg&\:&f. 7~ =8 rﬁ,ﬁz% ?
B W] o F SR ﬁiwﬁrﬁﬂ LE
7T EIR
ATIRHP 0 Eh Bl BLIR R R
P GER PR TR

Ao T
BT SER



FEETRY RS (plot) #i g 47 %
EIRE SJrib: QUECE T N EN sl F LA rﬂﬁu,‘ipﬁ
kg Flm L o AL ORI €

X B
Py

FIBAAFAT LB VRTEFRE&TE
TR 2 ad gl Rr Bl +7Fi)§i
AL T AT o B e BEI Y
ERFA AL IT LR - Ff‘i;ééa;t
22 %E;ilr‘ti AT e R K B
(A g 4 B R R
(Aylesworth & McKenzie, 1998) ; F pF > sk

wEL VU TEHE %ﬁ?@ir’?ﬁ M R R
R L ER 42 5-2_ f & (Coutler,
1998) - # @ %r’-,ﬁpjb ISl e g .%zm_g,_"g} ’
FWF T R ARG EIN ARG R A RRK
FrEE etk E B AEROEBRT o
fedr E e B BIR L EF &P R 0 1
5 )% e e R U X -y S
LI AR o A A G FH L
BN S T
AEFNEY Gw FF R é'fc”ﬁ hR BRI
( between subject factors) - = i % ;éiﬂ" S
Bor B EEERRd (A BEE) 0 s
HEFAN (A LB P g
B2whigal (A5 BES a5 ER)
BiEAZR o 233 200 n:i;éiﬁ" °
Z s P ERIAR

LR Fw kR o § - pwp §T e 2 g
et R AT ETHES o 5 - AR RIRER
;w%#iﬂ{}%rmﬁoﬁ T 120 e
PR BB OR L FE RS
%#W§7WM’HEWW%%%1@»%
7Lﬁ#m%wlif‘ﬂﬁ»afwiﬁ
o IR F LB 0 MRS 2
ﬁ};—"rv b);}) 4 ml%

\l-l

1

4

J

|

A
i
:§’§

r’bpl—l-l“':' é—*‘“ﬁjﬁﬁ@/ |3 Fe el

EETIDE pﬁ\%%%%w’%ﬁﬁﬁ
2] AR - e R R
—’5—‘?4\ LR F AR AT ﬂz-'g - Beik
AT (3 &&1?%? v RIS H
B -

7 \EH"‘L}B’;IFU
SerbEcH S H RS TR 2 TR

R B e 2 gy anB A L8 o T
B3 & (affect intensity) % st 385 1 &

LP AN FEFR OEE ) Fp N E
Fm"}‘ F‘)ﬁ}, ' h gL T r«:iiﬁﬂimﬁ
DR R RS EE g FlRRseF
51@21%7&&5 iR 475 PEFE e T
# ¥ | (absorption disposition ) # § X &
) BT J%E:;i-}%:_k,}.)im_ﬁ =, Flp R & 3
SR r«:ifrl’}‘ﬁ-‘ﬁi&
T ) R K 0§
S FREREAHNRELT P RE

g
BB kPR T AT TR AR
ﬁ_)?. 7\%%;}1;3’)1 WhE R 2 ok o
AEAERREY wF N BT itk e
: %%‘L Ao Bk A A v B4 EAR o
r2 Tversky and Kahnmann (1973) &+ {844
(accessibility ) Ap B 3235 5 A#H 2 7 85
LA A 4 e DR | R
ﬁ?%ﬁ%%%*iﬁ%i?ﬁﬁﬁﬁﬁﬁ
SRR o BRI A T oA E e
FAEATRENR xR PEL Y % (e,
Harrison, Mullen & Green, 1992; Rogers,

1975) » & F 3l en T IR | i § 2a
feehfe IR AT M B E PR K i

i B R T ER L drek o
FVEa Al Tefpdgadid | o FeE
FlefdEr A g%RDFY th\:” k| fﬁm
FREAIREORRE BRSO RER
WR L HTEIRCE o
SRR

AR 3 LA L
o 5 FF R R &K (between
subject factors) - % — ﬁ‘»‘f’%}mr‘& R

FIE rijiﬁi

R W R LA (75 a A
BB R ER (A2 BRI R

—?%i:)°#%§%4WHﬁﬂo

= ~F AR

W 7R
EHFA LA P e

g&ﬁéﬂﬂjwrFﬂoa4 A

*ﬁﬁfﬁ’%ﬁ#%m%?m

\.,
\F"
=,
<
u
=
~:
o
=
-\
Rig

=
f-‘ﬂ
I - =»

)d': -—
W
f

iy PN Sofl TR 1S

~. <.
Tm

v = =3
Folmk -
A AR

i
Fem
3
| -
3 Ff*
Hu et “1tns,t



= »
'

):'l-i—? b):?)_
ERS

B A ERFFEP S IRIA FD
PER L FARE-E L PR R
B2 AT REW- S Ao Bk k
TERAzL > LR F R R kg - B
wY BT (fRRRETERL) 27
e - P *fg‘%%?ﬁi’ﬁ rr'é')%% ) BRI
B - RAE

4 4 o

o~ TR IR
L 4oRt 3 AT 0 AR AR 2 Aok

B HBENR L cAFR LRI FRAEK

e DI Hosg | oz ~ (experiential

immersion) -+ & i SRR R B R B K

Ad2RBOPES c PEAERLZLERRK

KFE LT RAERTD S R PR EE

FHES ¥ G BRRE ST AT R

BT o KFR LS oK RAREK

RIS T

Fe N B }fle

Adaval, R. & Wyer, R. S. Jr. (1998). The role of
narratives in consumer information
processing. Journal of Consumer
Psychology, 7(3), 207-245.

Aylesworth, A. B., & MacKenzie, S. B. (1998).
Context is key: The effect of
product-induced mood on thoughts about
the ad. Journal of Advertising, 27(2),
17-33.

Boller, G. W., & Olson (1991). Experiencing ad
meaning: Crucial aspects of
narrative/dram processing. In H. Holman
& M. R. Soloman (Eds.), Advances in
Consumer Research (Vol. 18, pp.
172-175). Ann Arbor, MI: Association for
consumer Research.

Chaiken, S. (1980). Heuristic versus systematic
information processing and the use of
source Versus message cues in persuasion.
Journal of Personality and Social
Psychology, 39, 752-766.

Coulter, K. S. (1998). The effects of affective
responses to media context on advertising
evaluations. Journal of Advertising, 27(4),
41-51.

Eagly, A. H., & Chaiken, S. (1993). The
Psychology of Attitudes. Orlando, FL:
Harcourt, Brace, Jovanovich.

Escalas, J. E. (1998). Advertising narratives:

What are they and how do they work? In
B. Stern (Ed.), Representing consumers:
Voices, views, and visions (pp. 267-289).
New York: Routledge & Kegan Paul.

Escalas, J. E. (2004a). Imagine yourself in the
product. Journal of Advertising, 33(2),
37-48.

Escalas, J. E. (2004b). Narrative processing:
Building consumer connections to brands.
Journal of Consumer Psychology,
14(1&2), 168-180.

Escalas, J. E., Moore, M. C., & Britton, J. E.
(2004). Fishing for feelings? Hooking
viewers helps! Journal of Consumer
Psychology, 14(1&2), 105-114.

Fiske, S. T. (1993). Social cognition and social
perception. Annual Review of Psychology,
44, 155-194.

Green, M. C., & Brock, T. C. (2000). The role
of transportation in the persuasiveness of
public narratives. Journal of Personality
and Social Psychology, 79(5), 701-721.

Harrison, J. A., Mullen, P. D., & Green, L. W.
(1992). A meta-analysis of studies of the
health belief model with adults. Health
Education Research, 7(1), 107-116.

Mattila, A. S. (2000). The role of narratives in
the advertising of experiential services.
Journal of Service Research, 3(1), 35-45.

Murry, J. P., Jr., Lastovicka, J. L., & Singh, S.

N. (1992). Feeling and liking responses to
television programs: An examination of two
explanations for media-context effects.
Journal of Consumer Research, 18, 441-452.

Padgett, D., & Allen, D. (1997).
Communicating experiences: A narrative
approach to creating service brand image.
Journal of Advertising, 26(4), 49-62.

Petty, R. E., & Cacioppo, J. T. (1981). Attitudes
and persuasion: Classic and
contemporary approaches. Dubuque, I1A:
Brown.

Phillips, D. (1996). Anticipating the future: The
role of consumption visions in consumer
behavior. Advances in Consumer Research,
23(1), 70-75.

Philips, D. M., Olson, J. C., & Baumgartner, H.
(1995). Consumption visions in consumer
decision making. Advances in Consumer
Research, 22, 280-284.

Polkinghorne, D. E. (1991). Narrative and
self-concept. Journal of Narrative and



Life History, 1(2&3), 135-153.

Rogers, T. B., Kuiper, N. A., & Kirker, W. S.
(1977). Self-reference and the encoding of
personal information. Journal of
Personality and Social Psychology, 35,
677-688.

Schank, R. C., & Abelson, R. P. (1995).
Knowledge and memory: The real story.
In R. S. Wyer, Jr. (Ed.), Knowledge and
memory: The real story (pp. 1-85).
Hillsdale, NJ: Lawrence Erlbaum
Associates, Inc.

Schumann, D., Petty, R. E., & Clemons, D. S.
(1990). Predicting the effectiveness of
different strategies of advertising variation:
A test of the repetition-variation
hypotheses. Journal of Consumer
Research, 17, 192-202.

Tversky, A., & Kahnman, A. (1973).
Availability: A heuristic for judging
frequency and probability. Cognitive
Psychology, 5, 207-232.

Wells, W. D. (1989). Lectures and dramas. In
Pat Cafferata & A. Tybout (Eds),
Cognitive and affective Responses to
Advertising. Lexington, MA: D. C. Heath.



